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Examining the quality perceptions of the consumers have often been recommended as an 
international research paradigm. This study is grounded in Pakistani consumer market to 
evaluate the impact of food packaging cues on perceived product quality. The moderating 
effect of consumer knowledge was also taken into consideration in the study. Signalling 
theory was used in the study for its established predictive power in consumer behaviour, 
marketing and various fields of research. Based on the essence of signalling theory, this 
study hypothesized that food packaging cues cast a positive impact on perceived product 
quality and consumer knowledge moderates these relationships. By using the sample of 
504 consumers, data were gathered using mall intercept method following multi stages 
sampling technique. The responses were analyzed using Statistical Package for Social 
Sciences (SPSS) and Smart Partial Least Square (PLS). The SPSS was used for descriptive 
analysis whereas Smart PLS was used for inferential analysis. The findings of the study 
unveil that the extrinsic cues brand name, price, nutritional label, precautionary label and 
Halal logo were positively and significantly related to perceived product quality. However, 
country of origin casted no impact on perceived product quality. Consumer' s knowledge 
reflected a moderate effect on the relationships of brand name and country of origin with 
perceived product quality whereas it exerted no moderation impact on the relationships of 
price, nutritional label, precautionary label and Halal logo with perceived product quality. 
As the results exhibit that Pakistani consumers rely on food packaging cues for perceiving 
about the product hence it is recommended to the marketers and policy makers to develop 
appropriate marketing strategies focused on the significance of food packaging cues. 




Kajian ten tang persepsi kualiti pengguna sering disyorkan sebagai paradigma penyelidikan 
antarabangsa. Kajian ini dilaksanakan berdasarkan pasaran pengguna di Pakistan untuk 
menilai impak penunjuk pembungkusan makanan terhadap kualiti produk yang dilihat. 
Kesan penyederhanaan terhadap pengetahuan pengguna juga dititikberatkan dalam kajian 
ini. Teori Signaling digunakan dalam kajian kerana keupayaannya dalam meramal tingkah 
laku pengguna, pemasaran dan pelbagai bidang penyelidikan. Berdasarkan asas teori 
signaling, kajian ini beranggapan bahawa penunjuk pembungkusan makanan memberikan 
impak positif terhadap kualiti produk dan pengetahuan pengguna mengantarakan 
hubungan ini. Berdasarkan sampel 504 orang pengguna, data telah dikumpulkan dengan 
menggunakan kaedah mall intercept mengikut teknik persampelan multitahap . Maklum 
balas pengguna dianalisis dengan menggunakan perisian Pakej Statistik untuk Sains Sosial 
(SPSS) dan Smart Partial Least Square (PLS). Perisian SPSS digunakan untuk analisis 
deskriptif, manakala PLS pula digunakan untuk analisis inferens. Penemuan kajian ini 
menunjukkan bahawa penunjuk jenama ekstrinsik, harga, label pemakanan, label 
pencegahan dan logo "Halal" adalah positif dan signifikan terhadap kualiti produk yang 
dilibat. Waiau bagaimanapun, negara asal tidak mempengaruhi kualiti produk yang dilihat. 
Pengetahuan pengguna menunjukkan kesan penyederhanaan terhadap hubungan jenama 
dan negara asal dengan kualiti produk yang dilihat, sedangkan ia tidak memberikan kesan 
terhadap hubungan antara harga, label pemakanan, label pencegahan dan logo "Halal" 
dengan kualiti produk yang dilihat. Hasil kajian menunjukkan bahawa pengguna di 
Pakistan bergantung kepada penunjuk pembungkusan makanan untuk melihat produk 
tersebut. Oleh itu adalah disyorkan kepada pemasar dan penggubal dasar untuk 
membangunkan strategi pemasaran yang sesuai dan berfokuskan kepada kepentingan 
penunjuk pembungkusan makanan. 
Kata kunci: Kualiti produk yang dilihat, penuajuk pembungkusan makanan, pengetahuan 
pengguna, Teori Signaling. 
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1.1 Background of Study 
CHAPTER I 
INTRODUCTION 
The modern day concept of consumer behavior revolves around the end user considering 
him as the ultimate authority (Pearce, 2016). This viewpoint of thinking makes it important 
for the enterprises to get a deeper comprehension of the consumer perceptions for product 
differentiation as well as to gain competitive edge (Ravikanth & Rao, 2016). Consumer 
behavior is complex and the choices that are made rnajorly depend on the attributes of the 
product. The product attributes provide an opportunity to the firms to develop their 
products as per the needs and develop product differentiation (Charlebois et al., 2016). 
The quality perception in relation to the packaged food has been given considerable interest 
in the recent arena of consumer behavior (Ravikanth & Rao, 2016). Previously, the concept 
of perceived product quality has been shown to impact the value perception, product/ brand 
loyalty and satisfaction (Hansen, 2001). Since the perceptions of the consumers has an 
immense importance for food producers, marketers as well as retailers. It has become 
inevitable for the companies to gain an insight for perceptions of the consumers regarding 
the product in order to provide them with the quality which is expected by them as well as 
to retain its competitive position in the market (Charlebois et al., 2016). According to Jover 
et al. (2004) as the process of perception is a complex process. The perceptions which are 
formed by the consumers is in the form of associations which are being formed by the 
consumers according to the stimuli which are received in a shopping situation. 
1 
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Appendix (A): Research Questionnaire (English) 
Universiti Utara Malaysia, 06010 UUM Sintok, Kedah Darul Aman, Malaysia 
Dear Mr /Mrs /Ms, 
ACADEMIC RESEARCH QUESTIONNAIRE 
I am the PhD candidate at the above mentioned university and I am currently working on 
my PhD thesis title "The impact of extrinsic food packaging cues on perceived product 
quality in Pakistani consumer market". 
Thank you in advance for your valuable time in filling this questionnaire. Please be assured 
that your responses will only be used for academic purpose. Hence, your identity will never 
be known throughout any part of the research process. 
Thank you very much in anticipation of your responses. 
Sincerely 
PhD Candidate Anam Javeed 
Email: anam.Javeed@oyagsb.uum.edu.my 
our kind cooperation and participation is highly appreciated in filling out the brief 
uestionnaire about · · . 
Please indicate your responses to the foUowing statements by ticking (/) for the best 
answer that reflects your perceptions regarding the food packaging cues in one of the 
boxes which rates your level of agreement from number 1 to 5. Number 1 means strongly 
disagree and number 5 means strongly agree. 
I Strongly disagree (1) I Disagree (2) I Uncertain (3) I Agree (4) I Strongly agree (5) I 
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SECTION ONE: BRAND NAME 
No Survey items 1 2 3 4 5 
l Popular brand name can describe the quality of the product. 
2 The branded food oroduct makes me want to buy it. 
3 I enjoy eating branded foods. 
4 The branded food product has an acceptable standard of quality. 
s The branded food product bas a consistent quality. 
6 The branded food consumption makes me feel accepted in oeers. 
7 The branded food !rives me social aooroval. 
8 The brand label on the food packru!.e sruarantees quality. 
9 Even though, the branded foods are a little expensive but they are 
better in quality. 
SECTION TWO: COUNTRY OF ORIGIN 
No Survev items 1 2 3 4 5 
I Country of origin promotes the positive image of the source 
countrv. 
2 I am concerned about the countrv of oriein of the food-product. 
3 When purchasing the food product. I believe that COO will 
determine sophistication and qualitv 
4 To make sure what I buy is high in quality, I seek for the source 
country label 
SECTION THREE: PRICE 
No 1 2 3 4 5 
1 Hi is the cons . 
6 Regardless of other labels, price is very important quality 
indicator for me. 
7 Price labels effect m urchase decision 
8 I am concerned about low price but I am equally concerned about 
the uali , 
9 The old sa . 
SECTION FOUR: NUrRITIONAL LABEL 
No Sorvev items 
l Comprehensive nutritional information helps me to decide which 
food pack to buy. 
2 I read the nutritional label when I buy food oackage. 
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1 2 3 4 5 
3 l use nutritional label to choose and compare the packaged food 
items. 
4 Would you sacrifice health for taste 
5 Nutritional label provides awareness about food product qualitv. 
6 I believe nutritional label leads to quality food choice. 
7 The food product with nutritional label is safe and hi2h in Quality. 
SECTION FIVE: PRECAUTIONARY LABEL 
No Survey items 1 2 3 4 5 
1 Precautionary Label is the source of information regarding 
potential allergens. 
2 I read the Precautionary Label when I buy food package. 
3 Product with Precautionary Label with high risk of inducing an 
allergic reaction is hi!!her in qualitv. 
4 Product with Precautionary Label with low or no risk of inducing 
any allenric reaction is hieher in Quality_ 
5 There is an increased use of Precautionary Label in packaged 
food industry. 
6 Presence of Precautionary Label can improve the quality 
perceptions of the consumer regarding food 
7 Precautionary Label assists in making healthier and safer food 
choices 
8 I seek Precautionarv Label verv carefully on food pac' . ·~ 
9 I have strong interest in Precautionary Label as it is related to my 
health. 
10 Precautionary Label - ~ "' ees qualitv of food. 
SECTION SIX: HALAL LOGO 
No Survey item l 2 3 4 5 
1 Halal logo is important for me when purchasing packaged food 
items. 
2 The food products which have Halal logo on it have a better 
quality then competing products. 
3 The food products with Halal logo are in compliance with 
Shariah. 
4 Halal symbolized foods are reliable. 
5 Quality, safety and compliance with Islamic laws are the ultimate 
consequences of foods with Halal logo. 
5 I only prefer to buy products with Halal logo on it. 
7 I will choose Halal certified food product even at a hi®er price. 
8 Halal consumption makes a good impression of me in peers 
9 The packaged foods available in market with Halal logo are high 
in qualitv 
10 Halal pack~ed food has a better taste then conventional foods 
11 Buying Halal symbolized food gives me inner satisfaction and 
peace 
SECTION SEVEN: CONSUMER KNOWLEDGE 
I No I Survey item 
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1 I feel confident about my knowledp;e of packa1?;ed food products. 
2 I feel I know how to judge the quality of pack~ed food products. 
3 I do not feel very knowledgeable about • ed food items. 
4 Among my circle of friends, I'm one of the 'experts' on packaged 
food products. 
5 Knowledgeable consumers use packaging cues for perceiving the 
quality. 
6 Compared to most buyers, I know Jess about packaged food 
products. 
7 I know most of the packaszed food items around in shops. 
8 When it comes to packaged foods products, I really don't know a 
lot. 
9 Compared to most buyers, I know more about oackW?.ed products. 
10 I can tell if any packrured food product is worth the price or not 
SECTION EIGHT: QUALITY PERCEPTION 
No Survey items 
l The nutrition information on food labels is useful to me 
2 I feel confident that I know how to use food labels to choose a 
healthy diet 
3 I read food labels because good health is important to me 
4 Reading labels makes it easier to choose foods 
5 Sometimes I try new foods because of the information on the food 
label 
6 Using food labels to choose foods is better than just relying on 
my own knowledge about what is in them 
7 The food item with important food packaging informational cues 
is considered to be in superior in QUality. 
8 Positive prodnct perception provides reason to the consumer to 
buy. 
9 Perceived quality helps consumer to differentiate between the 
competing brands. 
SECTION NINE: DEMOGRAPIDC PROFil..E 
1. AGE: (A) 18-25 (B) 26-33 
(C) 34-41 (D) 41 and above 
2. ACADEMIC QUALITFICATION: 
(A) High school (B) Bachelors 
(C) Masters (D) Doctorate 
3. INCOME LEVEL: 





1 2 3 4 5 
APPENDIX (B): Correlations 
Correlations 
PQ BN coo PR NL PL HL CK 
Pearson l .420 .. .379 .. .506 .. .494 .. .586"' .590 .. ,130•· 
PQ 
Correlation 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .005 
N 478 478 478 478 478 478 478 478 
Pearson .42 I .332•· .416° .431"* .464"* .408'· .069 
Correlation 0 .. 
BN 
Sig. (2-tailed) 
.00 .000 .000 .000 .000 .000 J32 
0 
N 478 478 478 478 478 478 478 478 
Pearson .37 .332•· 1 .431 •· .391 .. .455·• .511·· .. 086 
Correlation 9 .. 
coo 
Sig. (2-tailed) 
.00 .000 .000 .000 .000 .000 .059 
0 
N 478 478 478 478 478 478 478 478 
Pearson .50 .416"' .431·· 1 .561*" . 581 •• .550 .. .091* 
Correlation 6 .. 
PR 
Sig. (2-tailed) 
.00 .000 .000 .000 .000 .000 .047 
0 
N 478 478 478 478 478 478 478 478 
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Correlations 
PQ BN coo PR NL PL HL CK 
Pearson .49 .431 •· .391 •· .561°
0 
l .641 .. .504 .. .083 
Correlation 4 .. 
NL 
Sig. (2-tailed) 
.00 .000 .000 .000 .000 .000 .071 
0 
N 478 478 478 478 478 478 478 478 
Pearson .58 .464 .. .455 .. . 581° .641 •• l .637 .. .131 ... 
Correlation 6 .. 
PL 
Sig. (2-tailed) 
.00 .000 .000 .000 .000 .000 .004 
0 
N 478 478 478 478 478 478 478 478 




.00 .000 .000 .000 .000 .000 .001 
0 
N 478 478 478 478 478 478 478 478 
Pearson .13 .069 .086 . 091" .083 .131 .. .148 .. l 
Correlation 0 .. 
CK 
Sig. (2-tailed) 
.00 .132 .059 .047 .071 .004 .001 
5 
N 478 478 478 478 478 478 478 478 
** Correlation is significant at the 0.01 level (2-tailed). 
*Correlation is significant at the 0.05 level (2-tailed). 
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Appendix(C): Total Variance Explained 
Total Variance Explained 
Compon Initial Eigen values Extraction Sums of Sc uared Loadin_gs 
ent Total %of Cumulative % Total ¾of Cumulative % 
Variance Variance 
Raw 1 17.463 25.542 25.542 17.463 25.542 25.542 
2 5.687 8.3 l 8 33.860 
3 3.009 4.402 38.261 
4 2.811 4.111 42.373 
5 2.530 3.700 46.073 
6 2.444 3.575 49.648 
7 2.059 3.012 52.660 
8 1.646 2.408 55.068 
9 1.589 2.325 57.392 
10 1.420 2.077 59.469 
11 1.293 1.891 61.361 
12 1.266 1.852 63.213 
13 1.149 1.680 64.893 
14 1.072 1.568 66.461 
15 1.038 1.518 67.979 
16 1.002 1.465 69.444 
17 .965 l.411 70.855 
18 .880 1.286 72.142 
19 .871 1.274 73.41 S 
20 .837 1.224 74.639 
21 .769 1.124 75.764 
270 
22 .737 1.078 76.842 
23 .714 1.044 77.886 
24 .660 .966 78.851 
25 .652 .954 79.806 
26 .641 .938 80.744 
27 .581 .850 81.594 
28 .561 .821 82.414 
29 .549 .804 83.218 
30 .541 .792 84.010 
31 .513 .751 84.761 
32 .504 .737 85.498 
33 .488 .714 86.213 
34 .476 .697 86.910 
35 .462 .675 87.585 
36 .444 .650 88.235 
37 .434 .635 88.870 
38 .424 .620 89.490 
39 .399 .583 90.073 
40 .388 .567 90,640 
41 .359 .525 91.16S 
42 .356 .521 91.685 
43 .354 .518 92.203 
44 .337 .493 92.696 
45 .329 .481 93.176 
46 .324 .473 93.650 
47 .304 .445 94.094 
48 .294 .429 94.524 
49 .282 .413 94.937 
so .270 .395 95.332 
51 .243 .355 95.688 
271 
52 .241 .353 96.041 
53 .231 .338 96.379 
S4 .225 .329 96.708 
55 .218 .3 I 8 97.027 
56 .215 .315 97.342 
57 .205 .300 97.642 
58 .201 .294 97.935 
59 .193 .282 98.217 
60 .190 .278 98.495 
61 .174 .254 98.749 
62 .171 .250 98.998 
63 .153 .224 99.223 
64 .150 .220 99.442 
65 .140 .204 99.647 
66 .130 .191 99.837 
67 .111 .163 100.000 
68 l.0lOE- l.0lSE-013 100.000 
013 
69 1.003E- 1.00SE-013 100.000 
013 
70 1.003E- l.004E-013 100.000 
013 
71 l.00lE- l.00lE-013 100.000 
013 
72 -1.000E- - l .000E-013 100.000 
013 
73 -l.002E- - l .002E-0 13 100.000 
013 
74 -l.004E- - l .006E-0 13 100.000 
013 
272 
75 -1.0l3E- -1.019E-013 100.000 
013 
76 -I.OISE- -l.022E-013 100.000 
013 
77 -1.045E- -1.066E-O 13 100.000 
013 
Rescaled 1 17.463 25.542 25.542 20.512 26.639 26.639 
2 5.687 8.318 33,860 
3 3.009 4.402 38,261 
4 2.8 I I 4.111 42.373 
5 2.530 3.700 46.073 
6 2.444 3.575 49.648 
7 2.059 3.012 52.660 
8 1.646 2.408 55.068 
9 1.589 2.325 57.392 
10 1.420 2.077 59.469 
11 1.293 1.891 61.361 
12 1.266 1.852 63.213 
13 1.149 1.680 64.893 
14 1.072 1.568 66.461 
15 1.038 1.518 67,979 
16 1.002 1.465 69.444 
17 .965 1.411 70,855 
18 .880 1.286 72.142 
19 .871 1.274 73.415 
20 .837 1.224 74,639 
21 .769 1.124 75.764 
22 .737 1.078 76.842 
23 .714 1.044 77.886 
24 .660 .966 78.851 
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25 .652 .954 79.806 
26 .641 .938 80.744 
27 .581 .850 81.594 
28 .561 .821 82.414 
29 .549 .804 83.218 
30 .541 .792 84.010 
31 .513 .751 84.761 
32 .504 .737 85.498 
33 .488 .714 86.213 
34 .476 .697 86,910 
35 .462 .675 87,585 
36 .444 .650 88,235 
37 .434 .635 88.870 
38 .424 .620 89.490 
39 .399 .583 90.073 
40 .388 ,567 90.640 
41 .359 .525 91.165 
42 .356 .521 91.685 
43 .354 .518 92.203 
44 ,337 .493 92.696 
45 .329 .481 93,176 
46 .324 .473 93.650 
47 .304 .445 94.094 
48 .294 .429 94.524 
49 .282 .413 94,937 
50 .270 .395 95.332 
51 .243 .355 95,688 
52 .241 .353 96.041 
53 .231 .338 96.379 
54 .225 .329 96.708 
274 
55 .218 .318 97.027 
56 .215 .315 97.342 
57 .205 .300 97.642 
58 .201 .294 97.935 
59 .193 .282 98.217 
60 .190 .278 - 98.495 
61 .174 .254 98.749 
62 .171 .250 98.998 
63 .153 .224 99.223 
64 .150 .220 99.442 
65 .140 .204 99.647 
66 .130 .191 99.837 
67 .111 .163 100.000 
68 1.0l0E- l.0lSE-013 100.000 
013 
69 1.003E- 1.00SE-013 100.000 
013 
70 l.003E- 1.004E-013 100.000 
013 
71 l.OOlE- 1.00lE-013 100.000 
013 
72 -1.000E- -1.000E-0 13 100.000 
013 
73 -l .002E- -1.002E-013 100.000 
013 
74 -l .004E- -l.006E-013 100.000 
013 
75 -l.013E- -l.019E-013 100.000 
013 
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76 -l.015E- -1.022£-013 100.000 
013 
77 -l.045E- -l.066E-013 100.000 
013 
Extraction Method: Principal Component Analysis. 
a. When analyzing a covariance matrix, the initial eigenvalues are the same across the raw and rescaled solution. 
Appendix (D): Coefficients 
Coefficients 
Model Unstandardized Standardized t Sig. Collinearity Statistics 
Coefficients Coefficients 
B Std. Error Beta Tolerance VIF 
(Constant) .486 .196 2.485 .013 
BN .128 .047 .109 2.719 .007 .725 1.380 
coo .004 .033 .005 .115 .909 .684 1.462 
PR .125 .048 .119 2.590 .010 .547 1.828 
NL .093 .048 ,091 1.923 .055 .521 1.920 
PL .229 .054 .220 4.208 .000 .423 2.362 
HL .310 .052 .291 6.027 .000 .496 2.014 
a. Dependent Variable: PQ 
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Appendix (E): Collinearity Diagnostics 
Collinearity Diagnostics 
Model Dimensio Eigenv Condition Variance Proportions 
n alue Index (Constant) BN coo PR NL PL HL 
1 6.911 1.000 .00 .00 .00 .00 .00 .00 .00 
2 .030 l 5.286 .03 .03 .88 .01 .02 .00 .00 
3 .018 19.511 .24 .17 .01 .02 .28 .06 .00 
1 4 .013 23.338 .00 .14 .07 .17 .41 .02 .30 
5 .011 24.519 .00 .01 .01 .74 .00 .17 .20 
6 .010 26.797 .59 .57 .00 .05 .14 .07 .01 
7 .008 29.577 .14 .08 .02 .00 .14 .66 .49 
a . Dependent Variable: PQ 
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Appendix (F): Frequencies 
Gender 
Frequenc Percent Valid Cumulative 
y Percent Percent 
l 285 59.6 59.6 59.6 
Valid 2 193 40.4 40.4 100.0 
Total 478 100.0 100.0 
Age 
Frequenc Percent Valid Cumulative 
y Percent Percent 
I 160 33.5 33.5 33.5 
2 167 34.9 34.9 68.4 
Valid 3 117 24.5 24.5 92.9 
4 34 7.1 7.1 100.0 
Total 478 100.0 100.0 
Acadmq 
Frequency Percent Valid Cumulative Percent 
Percent 
l 58 12.1 12.1 12.1 
2 206 43.1 43.l 55.2 
3 194 40.6 40.6 95.8 
4 20 4.2 4.2 100.0 
Total 478 100.0 100.0 
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Appendix (G): Descriptive Statistics 
Descriptive Statistics 
N Minimum Maximum Mean Std. Deviation 
BN 478 l.00 5.00 
4.103 .57469 
96 
coo 478 1.00 5.00 3.866 .76058 
6 
PR 
478 1.000 5.00 3.997 .6455 
9 
NL 
478 1.00 5.00 3.956 .69091 
36 
PL 478 LO 5.0 3.975 .6527 
HL 
478 1.000 5.00 4.082 .63688 
7 
CK 478 1.3 5.0 4.106 .7077 
PQ 
478 1.000 5.00 4.055 .6787 
3 
Valid N 478 
(listwise) 
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